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ABSTRACT

Online video advertising is becoming much more common and data shows that companies’
demand for online video advertising is increasing rapidly. However, there is a scarcity of research
done about the consumers’ perspective on online video advertising and there is still little evidence
that online video advertising is beneficial for companies and the products being advertised. This
research would like to find out the impact of consumers’ attitude on online video advertising
towards product branding. Consumer attitude itself is divided into cognitive, affective and
behavioral components.

The research was done using Android One as the case study. 100 respondents from Surabaya
were taken and personally asked to watch the online video advertising and fill in questionnaires.
Data from the questionnaires were analyzed using multiple linear regression. Results show that
consumers’ attitude on online video advertising has significant positive effect towards product
branding and all three component of consumer attitude have significant positive effect towards
product branding individually with affective component having the most impact. Therefore it is
recommended to promote using online video advertising and create online video advertising that
focus more on giving affective impact to consumers.
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ABSTRAK

Iklan video online sedang menjadi jauh lebih wmum dan data menunjukkan bahwa
permintaan perusahaan-perusahaan untuk iklan video online meningkat dengan cepat. Namun,
terdapat kelangkaan riset yang dilakukan mengenai sudut pandang konsumen pada iklan video
online dan masih sedikit bukti yang menunjukkan bahwa iklan video online menguntungkan untuk
perusahaan dan produk yang diiklankan. Riset ini bertujuan untuk mencari tahu dampak sikap
konsumen pada iklan video online terhadap pemerekan produk. Sikap konsumen sendiri akan
dibagi menjadi komponen kognitif, afektif, dan perilaku.

Riset ini dilakukan dengan mengambil studi kasus Android One. 100 responden dari
Surabaya telah diambil dan dimintai secara pribadi untuk menonton iklan video online tersebut
dan mengisi kuesioner. Data dari kuesioner dianalisa menggunakan regresi linear berganda.
Hasil menunjukkan bahwa sikap konsumen pada iklan video online memiliki dampak positif yang
signifikan terhadap pemerekan produk dan ketiga komponen dari sikap konsumen secara individu
memiliki dampak positif yang signifikan terhadap pemerekan produk terutama komponen afektif
yang memiliki dampak paling besar. Oleh karena itu, dianjurkan untuk berpromosi menggunakan
iklan video online dan membuat iklan video online yang lebih fokus dalam memberikan dampak
afektif ke konsumen.

Kata Kunci: Sikap Konsumen, Iklan Video Online, Pemerekan Produk

INTRODUCTION Advertising is usually done using print media (like

newspaper and magazines), broadcast media (like television

Kotler and Keller (2012) defines advertising as “any  and radio), network media (like telephone and internet),

paid form of nonpersonal presentation and promotion of  electronic media (like audiotape and DVD), and display
ideas, goods or services by an identified sponsor” (p. 500).  media (like billboards and posters) (Kotler & Keller, 2012,

413



p. 500). Companies use advertising to attract potential
customers and influence them to have positive impression
towards the company or the brand of the product or service.
There are many ways to do advertising and different
companies may have different strategies in marketing,
resulting in different actions in their advertising. It is very
important to make sure that advertising is done the right
way because impressions towards a brand can be kept for a
long time by the consumers. A successful advertising will
result in more consumers showing their interest in the brand
(Bhattacharya, n.d.).

Recently, there is a huge increase in demand for
digital, or electronic, brand advertising. Based on Nielsen
(2014), a global information and measurement company,
most marketers had planned to spend more on online,
including mobile, advertising and spend the same or less
for offline advertising. For online video advertising itself,
65% of the marketers in the United States planned to spend
more on online video advertising. 49% of them decreased
their budget from offline advertising so that they could
spend more on online video advertising.

Advertising agency executives in US have similar
opinions regarding the effectiveness of online video
advertising. Research done on March 2013 showed that
75% believed online video advertising is either as effective
or more powerful than television advertising while if
compared to display advertising, the same answer is given
by 91% of the respondents (eMarketer, 2013).

Video advertising, based on VideoBloom (n.d.), a
video technology and production solutions provider, is “an
ad (short for advertisement) in which the advertising
message is delivered through video”. Based on an article by
Chowdhry (2014), it is estimated that in 2013, the total
digital advertising revenue worldwide was $42.6 billion and
around $4.15 billion from that amount was from online
video advertising. It is also estimated that from that $4.15
billion, around $850 million was earned by Youtube.
Chowdhry (2014) also revealed several acquisitions of
online video advertising companies done by huge
companies in 2014. Yahoo! acquired BrightRoll for $640
million, AOL acquired Adap.tv for $405 million, Facebook
acquired LiveRail for around $400-$500 million, Google
acquired mDialog for an undisclosed price and Comcast
acquired FreeWheel for $375 million.

To gain access to online videos, consumers usually
need to either pay for their videos or gain access for free, but
receive the advertising that comes with the videos, including
online video advertising (Jaffe, 2014). Southeast Asia is not
an exception in being a big consumer of online video,
which automatically makes them a big consumer of online
video advertising as well (Jaffe, 2014). From the consumers
of online video advertising, 80% have searched for a
product or service advertised in an online video advertising
and 62% have bought a product or service due to that kind
of advertising (Jaffe, 2014).

Online video advertising is extremely popular in
Indonesia. The availability of online video advertising
through real time buying increased by 607% in 2014, which
is the biggest increase in Southeast Asia (“Indonesia posts
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607% increase in video ads: TubeMogul”, 2015). Based on
Ambient Digital Indonesia (n.d.), one of the companies that
makes online video advertisements in Indonesia, many big
brands in Indonesia, including skincare company Pond’s,
mobile telecommunications service operator XL Axiata and
restaurant chain Pizza Hut, are using online video
advertising to promote, not only in Youtube, but also in
other sites.

Kurgman and Johnson (1991) indicates that even in
television advertising, which is a very similar form of
advertising with online video advertising, consumers would
avoid commercials by doing something else so they do not
pay attention to the commercials (Kusse, 2013). However,
as mentioned by Morimoto and Chang (2006), consumers
are more goal-oriented when online. Consumers feel that
online video advertising is intrusive and there is a feeling of
loss of freedom when they are being exposed to online
video advertising (Kusse, 2013).

The researcher will do research about the impact of
consumers’ attitude on Android One online video
advertising towards Android One product branding as the
case study. Android One is the name for smartphones that
use Android Lollipop operating system, and is owned by
the company Google. Android One is one of the products
that use online video advertising in Indonesia (“‘Android
One : Selalu Terbaru dari Google”, 2015). Their advertising
can be seen since February 222015 on Youtube, a site that
offers free consumption of online videos with online video
advertising. This advertising is one-minute long, but the
consumers have the option to skip the advertising after five
seconds. CreativeVisions Indonesia (n.d.), a digital
marketing service company and a Google Partner, stated
that Youtube is the most popular online video site in
Indonesia and is being used as the primary source of online
videos by 86% of the internet users in Indonesia.

LITERATURE REVIEW

Consumer behavior is “the study of individuals,
groups, or organizations and the processes they use to select,
secure, use, and dispose of products, services, experiences,
or ideas to satisfy needs and the impacts that these processes
have on the consumer and society”. Studying consumer
behavior includes studying all the factors that make
individuals decide on something, no matter it is a purchase
or just a simple action, no matter the consumers themselves
realize those factors or not. Hence, consumer behavior is a
complicated subject, but is very important because
marketing strategy based on consumer behavior study is
more effective than marketing strategy based on intuition
(Hawkins & Mothersbaugh, 2013, p. 8-10). Consumer
attitude is a part of consumer behavior.

Attitude is “the way one thinks, feels, and acts toward
some aspect of his or her environment” (Hawkins &
Mothersbaugh, 2013, p. 384). Based on Batra and Ahtola
(1990), there are two main factors of consumer attitude,
“consummatory affective (hedonic) gratification (from
sensory attributes) and instrumental, utilitarian reasons”
(Voss, Spangenberg, & Grohmann, 2003).
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Hawkins and Mothersbaugh (2013) discuss about
consumer attitude further by dividing it into three main
components (p. 384-390). They are cognitive, affective and
behavioral component.

Cognitive component discuss “consumer’s belief
about an object”. The belief meant is what consumers feel
will be the benefit of having a product and being able to use
it. There is difference between feature and benefit. When
being told about features of a product, the consumers may
not understand whether they want it or not, especially if the
product is difficult to understand. Benefit shold be the focus
of the product promotion because benefit is the one that will
help consumers decide if the product is good for them or not
(Hawkins & Mothersbaugh, 2013, p. 384-390).

The online video advertising “Android One : Selalu
Terbaru dari Google” (2015) have key points that is related
to “belief about an object” (Hawkins & Mothersbaugh,
2013, p. 384-390). The content of the online video
advertising suggests that Android One is different and is
ahead. Furthermore, it is written in the explanation of the
Android One online video advertising that Android One is
created to always have quick performance and more
responsive (“Android One : Selalu Terbaru dari Google”,
2015).

Affective component discuss “feelings or emotional
reactions to an object”. Although this component is less
logical, this is also a very strong component. A study about
consumer acceptance towards handheld internet devices
show that consumer attitude is influenced by both the
utilitarian or functional benefit such as the usefulness and
hedonic or emotional benefit such as the fun factor, while
another study even indicates that hedonic benefit has the
stronger effect towards overall attitude compared to
utilitarian benefit in blood donation (Hawkins &
Mothersbaugh, 2013, p. 384-390).

Research done by Beauvillain and Tiger (2013)
shows that “video advertising with “a story behind it”
caused curiosity and interest since it is something more than
just traditional marketing”. That research also suggests that
the quality of the advertising will affect the trust given to the
advertising. Consumers will trust more if an online video
advertising is well made. Research about consumer
behavior done by Rodica (2009) suggests that one of the
indicator of consumer behavior is “the buyer’s perceived
risk”, which is the amount of risk the customers feel when
they want to buy a product. Although Rodica (2009)
categorizes it as an indicator of consumer behavior, the
researcher of this research will use it as an indicator of the
affective component of consumer attitude because this
indicator is acceptable based on the explanation of the
affective component done by Hawkins and Mothersbaugh
(2013, p. 384-390).

Behavioral component discuss “one’s tendency to
respond in a certain manner toward an object or activity”.
People have a habit to act in a certain way if they like or
dislike something, for example purchasing and
recommending brands they like. Therefore this component
is referring to actual actions done by a person (Hawkins &
Mothersbaugh, 2013, p. 384-390).
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In the explanation of the Android One online video
advertising in Youtube (“Android One : Selalu Terbaru dari
Google”, 2015), there is an offer to find out more about
Android One by visiting their website. The researcher will
use it as one of the indicators of behavioral component
because finding out more about Android One is an activity
that can only be done outside of watching the Android One
online video advertising. Liu, Marchewka, Lu and Yu
(2004) suggest that there are four dimensions of behavioral
intention. They are repeat purchase, visit again, recommend
to others and positive remarks. However, the researcher will
not use repeat purchase in this research because a mobile
phone is not something a person will buy often. Instead, the
researcher will just use purchase for the research. Visit again
will also not be used because the research will focus on a
product, which is not something to be visited.

Kotler and Keller (2012) identifies branding as “a
product or service whose dimensions differentiate it in some
way from other products or services designed to satisfy the
same need” (p. 263). Brand image can be built and will stay
in consumer’s mind for a long time (Latif, Islam, Noor,
Saaban, & Azad, 2014). Katke (2007) mentions that there
are a variety of ways that consumers can form brand
association, including from direct experience, neutral
sources and commercials (Latif, Islam, Noor, Saaban, &
Azad, 2014).

Alizadeh, Moshabaki, Hoseini and Naiej (2014)
argued that because products change very quickly, product
branding is economically less preferred compared to
company branding. However, they also added that product
branding is more segmented towards the customers and is
usually more focused on consumers’ attitude while
company branding is more segmented towards all the
stakeholders and is usually more general. Because the
researcher will only do research to the consumers, the
research will focus on product branding.

Based on Kotler and Keller (2012), there is a model of
brand strength developed by Brandz Marketing research
consultants Millward Brown and WPP (p. 268). According
to the model, there are five steps of brand building, which
from the weakest to the strongest are: presence, “active
familiarity based on past trial, saliency, or knowledge of
brand promise”; relevance, “relevance to consumer’s needs,
in the right price range or in the consideration set”;
performance, “belief that it delivers acceptable product
performance and is on the consumer’s short-list”;
advantage, “belief that the brand has an emotional or
rational advantage over other brands in the category”;
bonding, “rational and emotional attachments to the brand
to the exclusion of most other brands”.

The researcher believes that there is a relationship
between consumer attitude on online video advertising and
product branding. It is supported by research done by
Homer (1990), which shows that attitude towards
advertisement can affect thoughts about brand. Hawkins
and Mothersbaugh (2013) suggest that consumer attitude
can be divided into three components, cognitive, affective
and behavioral.



Therefore, cognitive, affective and behavioral
components should each contribute to the overall
consumer’s attitude towards product branding. Results from
Kwon’s (2008) research show that all those three
components affect marketing positively and significantly.
Hence, an online video advertising that creates positive
consumer attitude should significantly create positive
product branding while an online video advertising that
creates negative consumer attitude should significantly
create negative product branding.

Positive cognitive component or positive belief in the
online video advertising should affect the product branding
positively and significantly. Positive affective component or
positive feelings toward the online video advertising should
affect the product branding positively and significantly.
Positive behavioral component or positive physical
response toward the online video advertising should affect
the product branding positively and significantly. The
relationship between concepts is summarized into the figure
below.

Consumer Attitude

Cognitive

Product Branding

Figure 1. Relationship Between Concepts

Affective

Behavioral

The hypotheses are:

e  Consumers’ attitude on Android One online video
advertising has significant effect towards Android One
product branding simultaneously.

e Cognitive, affective and behavioral component of the
consumers’ attitude on Android One online video
advertising each have significant effect towards
Android One product branding individually.

RESEARCH METHOD

Cooper and Schindler (2014, p. 21-22) explain that
there are four types of research method, which are reporting
study, descriptive study, explanatory study and predictive
study. This research will observe consumer’s attitude on
online advertising and product branding and see if
consumer’s attitude on online video advertising represented
by cognitive, affective and behavioral aspect can explain the
results from product branding observation. The research
will use hypothesis testing. Therefore, the research can be
categorized as an explanatory study.

In the research, the dependent variable, product
branding, will be based on the model of brand strength
developed by Brandz Marketing research consultants
Millward Brown and WPP (Kotler & Keller, 2012, p. 268).
Here are the indicators of product branding used in the
research: I am familiar with the presence of Android One, 1
have positive perception of the relevance of Android One
brand to my needs, I believe in the acceptable performance
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of Android One brand, I believe in the advantage of
Android One brand compared to other brands in the same
category and My bond to Android One brand is stronger
compared to other brands.

Independent variable, which consist of of cognitive,
affective and behavioral aspect of consumer attitude on
online video advertising will use the combination of
statements and theories that were previously mentioned.
Here are the indicators of cognitive aspect used in the
research: I believe that Android One has quick performance,
I believe that Android One is more responsive, I believe that
Android One is different and I believe that Android One is
ahead of its competitors.

Here are the indicators of affective aspect used in the
research: I trust Android One, I feel that there is low risk in
buying Android One, I have curiosity towards Android One
and I have interest towards Android One.

Here are the indicators of behavioral aspect used in
the research: I recommend Android One to others, I give
positive remarks about Android One, I will find out more
about Android One and I will purchase an Android One
smartphone.

In this research, nominal, ordinal and interval scale
will be used. Nominal and ordinal scale will be used to gain
information to be able to classify the respondents. Nominal
scale will be used for gender and occupation. Ordinal scale
will be used for age and monthly expense. Interval scale
will be used to measure the respondents’ answers for the
independent and dependent variable. The interval scale will
be using LIKERT scale, which is a scale with five
preference answers commonly used in questionnaires
(Ghozali I. , 2011). The answers are 1 = strongly disagree, 2
= disagree, 3 = neutral, 4 = agree and 5 = strongly agree.

The researcher will use both primary and secondary
source. The primary source will be from the questionnaires
being spread while the secondary source will be from
theories and findings from other research and textbooks, as
well as analysis and news about Android One and online
video advertising industry.

Anyone who have experience in encountering the
Android One online video advertising in Youtube will be
eligible to be a respondent for the research. The respondents
should be at least eighteen years old because the researcher
believes that at that age the respondents will be able to
understand the questions being asked in the questionnaire.
The researcher will use probability sampling and the
method will be simple random sampling to improve the
objectivity of the research.

Tabachnick and Fidell (2007) mention that the
formula for calculating sample size is N > 50 + 8m where N
is the number of participants and m is the number of
independent variables (Boduszek, n.d.). Therefore in this
research, because there are three independent variables, the
sample size must be bigger than 74. The sample will be
taken from Surabaya, which is chosen because Surabaya is
“the biggest metropolitan city in Indonesia” (“Surabaya
City Online”, n.d.). The exact place for spreading the
questionnaire will be in Supermal Pakuwon Indah, which is
a mall. The researcher choose to spread the questionnaire in
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a mall because people who come to malls are not limited to
the researcher’s acquaintances. The researcher will also
spread the questionnaire online using Line and Steam for
additional respondents. The online distribution will be done
personally from the researcher to each respondent to make
sure that each respondent watch the online video
advertising.

Cooper and Schindler (2014, p. 257-261) explain that
a research can be categorized as a good research after their
validity and reliability are tested. Validity “is the extent to
which a test measures what we actually wish to measure”.
Reliability “has to do with the accuracy and precision of a
measurement procedure”.

According to Ghozali (2011), validity can be
measured from the Pearson correlation of each independent
variable and dependent variable. If the significance level of
the Pearson correlation is zero, then the data is valid.

This research will use one shot to measure reliability.
This means the researcher will only use one question for
each indicator of each variable. The test will be processed
using Cronbach’s Alpha. If the Cronbach’s Alpha is above
0.6, then the data is reliable.

As mentioned previously, there will be classic
assumption test to examine the normality, autocorrelation,
multicollinearity and heteroscedasticity. The whole
statistical methods will be based on Ghozali (2011).

Normality test is used to make sure that the residual is
distributed normally and independently. Although the
normality of a variable is not always necessary, a test is
always better if the variables are distributed normally. The
normality test can be done using a Kolmogorov-Smirnov
test. In Kolmogorov-Smirnov test, the significance
probability of the Z value should be above alpha 0.05.
Hence, if the significance probability is below alpha 0.05,
then the residuals are not normally distributed. (Ghozal,
2011).

Autocorrelation test is used to see whether there is
correlation between the residual of a certain period and the
residual of the previous period. The existence of that
correlation means that there is autocorrelation problem. A
good regression model is a model that does not have an
autocorrelation problem. Durbin — Watson test can be used
to find autocorrelation problem. The table below describes
the Durbin — Watson test where dU is the upper value while
dL is the lower value (Ghozali, 2011).

Table 1. Durbin — Watson Test

Null Hypothesis Decision Condition
There is no positive Reject 0<d<dL
autocorrelation
There is no positive No decision dL<d<dU
autocorrelation
There is no negative Reject 4-dL<d<4
autocorrelation
There is no negative No decision 4-dU<d<4-
autocorrelation dl
There is no autocorrelation, Does not dU<d<4-
positively or negatively reject dUu

(Source: Ghozali, 2011)
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Multicollinearity test is used to see whether there is
correlation between independent variables. A good
regression model should not have correlation between
independent variables. A multicollinearity problem can be
found by using the tolerance value and variance inflation
factor or VIF. Tolerance value is to measure the variability
of the independent variable. If the tolerance value is below
or equal to 0.10, then there is a multicollinearity problem.
VIF itself is one divided by the tolerance value. If VIF is
above or equal to 10, then there is a multicollinearity
problem (Ghozali, 2011).

Heteroscedasticity test is used to find out whether
there is difference in variance from the residual of one
observation to another observation. If the variance is
different, then there is a heteroscedasticity problem. Park
test can be used to find out about heteroscedasticity. In park
test, if the P-value is below 0.05, then there is a
heteroscedasticity problem(Ghozali, 2011).

Below is the formula for the multiple linear regression
used in the research.

Y:BO+[3IXI+Bz>(2+...+Bn)(n+8
(1)

Y = value of dependent variable, , = intercept of
dependent variable, , = slope of dependent variable with
independent variable n, X, = value of independent variable
n and & = random error in dependent variable (Ghozali,
2011).

The researcher will also use F-test, T-test and
Adjusted R? (Coefficient of Determination). F-test is used to
measure the influence of all the independent variables as a
whole towards the dependent variable. To do F-test,
compare the P-value with the significance level.
Significance level is 0.05. If P-value is below significance
level, then there is significant influence from all the
independent variables as a whole to the dependent variable
(Ghozali, 2011).

T-test is used to measure the influence of each
independent variable towards the dependent variable. To do
T-test, compare the P-value with the significance level.
Significance level is 0.05. If P-value is below significance
level, then there is significant influence from the
independent variable to the dependent variable (Ghozali,
2011).

Adjusted R* is used to measure how much the
variation in independent variable can explain the variation
in dependent variable. The closer the value of adjusted R® is
to one, the more the variation in independent variable can
explain the variation in dependent variable (Ghozali, 2011).

RESULTS AND DISCUSSION

The researcher took the data from 100 respondents
and used all of the data. The researcher found the
respondents from a Surabaya mall named Supermal
Pakuwon Indah, also from friends in Line and from
Surabaya people that the researcher met online in Steam.
The respondents were given the opportunity to watch the
online video advertising before filling the questionnaires if
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they had not watched it or if they had watched, but wanted
to watch again. Because the researcher asked each
respondents personally, the researcher was able to confirm
that they had watched the online video advertising before
filling the questionnaire.

For the gender, 61% or 61 out of 100 respondents are
male while 39% of the respondents are female. For the
occupation, 57%, which means the majority, of the
respondents are students. The second largest occupation
group is employee with 27%. Followed by entrepreneur
with 13% and the rest are not employed with 3%. For the
age, 65% of the respondents are between the age of 18 and
24, which is expected because most of the respondents are
students. The runner-up for age is between 25 and 34 with
25 respondents. The last place goes to both the age between
35 and 44 and the age above 44 with five respondents for
each age group. For the monthly expense, 51 or around half
of the respondents spend between Rp. 1,000,000 and Rp.
2,999,999 per month. 24 respondents spend between Rp.
3,000,000 and Rp. 4,999,999 per month. There are 11
respondents who spend less than Rp. 1,000,000 per month
and eight respondents who spend more than Rp. 6,999,999
per month. Finally, only six respondents spend between Rp.
5,000,000 and Rp. 6,999,999 per month.

Before proceeding further with the analysis of the
data, the validity and reliability of the data need to be tested
first to make sure that the data actually measure what the
researcher wish to measure and that the measurement
procedure is accurate and precise. The significance level of
the Pearson correlation for each variable in the research is
zero, so the data is valid. The Cronbach’s Alpha for each
variable in the research is above 0.6, so the data is reliable.

Next is the classic assumption tests.

Table 2. Kolmogorov-Smirnov Test

[Unstandardized Residual

IN 100
Normal Parameters™ Mean .0000000

Std. Deviation |42036268
Most Extreme|Absolute .092
Differences Positive .062

Negative -.092
IKolmogorov-Smirnov Z .924
Asymp. Sig. (2-tailed) .361

a. Test distribution is Normal.
b. Calculated from data.

The table above show that the significance
probability, which is Asymp. Sig. (2-tailed) in the table
above, is higher than 0.05 for the residuals. Therefore, the
researcher will accept the null hypothesis which is the
residuals are normally distributed.

Table 3. Durbin-Watson Test
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Table 3. Durbin-Watson Test

[Model Std.  Error
R lAdjusted Rlof the|Durbin-
IR Square [Square [Estimate  [Watson
1}.867* |751 743 142688 2.073

dimension0

a. Predictors: (Constant), X3avg, X1lavg, X2avg
b. Dependent Variable: Yavg

The value from the Durbin-Watson test, or d, is 2.073
while the value from the Durbin-Watson table, or dU, with
5% significance points is 1.736. The condition for the
research to have no autocorrelation problem is dU <d <4 —
dU. If the values from the test and table are put into the
condition, then the result will be 1.736 < 2.073 < 2.264.
Therefore, the researcher will accept the null hypothesis
which is the residuals have no autocorrelation between
them.

Table 4. Coefficients Collinearity Table

Model Standardize
Unstandardize |d Collinearity
d Coefficients |Coefficients [Statistics
Std. [Toleranc
B [Error Beta t Sig.le VIF
1|(Constant [-.079 |.229 -.345].73
) 1
Xlavg  [224 [091 .189 2.48 .01 |446 2.24
5 4
X2avg  [430 [097 .396 4.42 100 (322 3.10
3
X3avg [376 [083 .367 4.53 |00 [395 2.53
3

a. Dependent Variable: Yavg

In this table, we can see that in the collinearity
statistics, none of the independent variables have tolerance
below or equal to 0.10 and also none have VIF above or
equal to 10. Therefore, the independent variables have no

multicollinearity between them.
Table 5. Park Test
[Model [Unstandardized Standardized
Coefficients Coefficients
B Std. Error  |Beta t Sig.
1|{(Constant) [|-.098 [1.232 -.079 937
Xlavg 519 487 152 1.067 (289
X2avg - 724|524 -.232 -1.382 (170
X3avg - 751 |447 -.255 -1.680 096

a. Dependent Variable: Inressquare

It is shown in table 5. that the park value, or Sig in the
table, is above 0.05 in all of the independent variables.
Therefore, the researcher will accept the null hypothesis
which is the residuals have no heteroscedasticity.

a. Predictors: (Constant), X3avg, X1lavg, X2avg

Model Std.  Error
R Adjusted Rlof the|Durbin-
R Square |Square Estimate  [Watson Table 6. ANOVA Table
1].867" |751 743 42688 2.073 Model Sum of Squares [df [Mean Square Sig.
dimension0 1[Regression  |52.770 3 [17.590 96.528 1.000*
IResidual 17.494 96 ].182
Total 70.264 99
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a. Predictors: (Constant), X3avg, Xlavg, X2avg
b. Dependent Variable: Yavg

Table 6. indicates that the significance level of all the
independent variables as a whole is not above 0.05.
Therefore, the researcher will accept the null hypothesis
which is all the independent variables as a whole have
significant influence to the dependent variable.

Table 7. Regression Coefficient Table
Model Unstandardized Standardized
Coefficients Coefficients
B Std. Error  |Beta t Sig.
1{(Constant) |-.079 [229 -345 |.731
Xlavg 224 1091 .189 2.480 |.015
X2avg 430 1097 .396 4.420 1.000
X3avg 376 |.083 .367 4.530 1.000

a. Dependent Variable: Yavg

Based on table 7., each of the independent variables
do not have significance level above 0.05. Therefore, the
researcher will accept the null hypothesis which is the
independent variable have significant influence to the
dependent variable for all three independent variables used
in the research.

The result of the multiple linear regression of the
research is: Product branding = -0.079 + 0.224 * cognitive
component + 0430 * affective component + 0.376 *
behavioral component + random error in product branding.
This shows that all three components have significant
positive effect towards product branding with affective
component having the biggest influence towards product
branding. For every one unit increase in the cognitive
component, the product branding should increase by 0.224.
For every one unit increase in the affective component, the
product branding should increase by 0.430. For every one
unit increase in the behavioral component, the product
branding should increase by 0.376.

Table 8. Adjusted R*

Model Std.  Error
R Adjusted Rlof the|Durbin-
R Square [Square Estimate  |[Watson
dimension0  1}.867" |.751 743 42688 2.073

a. Predictors: (Constant), X3avg, Xlavg, X2avg
b. Dependent Variable: Yavg

From table 8., it can be concluded that the
variation of the combined result of cognitive, affective and
behavioral component can explain 74.3% of the variation of
product branding. It means that 25.7% can be explained by
other variables outside of the research.

Results from the research show that for the f-test, the
significance level of all the independent variables as a whole
is not above 0.05, so there is significant effect towards
product branding. For the t-test, each of the independent
variables do not have significance level above 0.05, so there
is significant effect from each of the three components
individually towards Android One product branding.
Finally, from the formula for the multiple linear regression,
it can be seen that there is positive effect from consumer
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attitude towards product branding there is also positive
effect from each of cognitive, affective and behavioral
component individually towards product branding.
Therefore, the researcher will accept both of the null
hypothesis, the first one is consumers’ attitude on Android
One online video advertising has significant positive effect
towards Android One product branding simultaneously, and
the second one is cognitive, affective and behavioral
component each have significant positive effect towards
Android One product branding in Android One online
video advertising individually.

Previous relevant research done by Kusse (2013) had
showed that, for the majority of people, there is positive
effect on online video advertising about branding. Findings
from this research confirms what Kusse (2013) had showed.
The second relevant research, which is from Saeed et al.
(2013), suggest that online advertising itself generally gives
positive effect on how much benefit consumers think they
will get from the product being advertised and positive
effect on their trust to the information they receive from the
advertising. Findings from this research also confirms that.
Based on the third relevant research, which is from Kwon
(2008), suggests that cognitive component is more
influencial than affective and behavioral component in
place marketing. This research is analyzing online video
advertising and the application of the T-test results in the
multiple linear regression formula. Results show that
affective component is the one that is the most influencial
between the three of them with an increase of 0.430 to the
product branding for every one unit increase in the affective
component. That 0.430 is taken from the B coefficient from
the unstandardized coefficient row and the equation is taken
from the multiple regression formula. Homer (1990) from
the last relevant research shows that attitude toward the
advertising affects thoughts about the brand. Findings from
this research show that consumer attitude on Android One
online video advertising affects Android One product
branding, therefore confirms the last relevant research.

CONCLUSION

Results show that the consumers’ attitude on online
video advertising towards product branding is significantly
positive and the affective component contributes positively
the most towards product branding in online video
advertising. Analysis of the data also shows that 74.3% of
the variation of Android One product branding can be
explained by the variation of consumer attitude on Android
One online video advertising and only 25.7% is explained
by other variations.

Because the research show that consumer attitude on
Android One online video advertising has significant
positive effect towards Android One product branding and
the samples show positive consumer attitude, it means that
the Android One online video advertising is an effective
way to promote Android One. Therefore, the researcher
recommend Google to keep on using online video
advertising to promote Android One. Also, as the most
significant component of consumers’ attitude in the results
of this research, Google should make online video



advertising that focus on making impact to the affective
component, or in other words emotional impact, to the
consumers.

Due to limitations related with time and cost, the
research was not done optimally. Here are the limitations of
the research. The first one is the source of sample. Android
One online video advertising is available all over Indonesia,
but the researcher only find samples from Surabaya.
Surabaya itself is “the biggest metropolitan city in
Indonesia” (“Surabaya City Online”, n.d.), so it is easier to
find people who know Android instead of in more rural
cities, but it is actually still important to get samples from
those cities because the results of the research may differ if
the sample can be taken from more cities. Relevant research
done by Kwon (2008) also shows different results in
different counties. This limitation has an impact on the
reliability of the research.

The second one is the case study variety. The research
only use one case study, which is Android One, which is a
60 second online video advertising that can be skipped.
Based on Kusse (2013), the duration of the online video
advertising and the ability to skip the online video
advertising does affect attitude toward the online video
advertising. A similar study with a different case study may
have different results if the duration is different or if there is
no ability to skip the online video advertising. This
limitation may have affect the validity and reliability of the
research.

To help prevent further research from being not
optimal due to the similar limitations with the research, the
researcher would like to give a suggestion for further
research for each limitation. Firstly, the samples should be
from more than one city. That way, the data will be more
representative for the population because Android One
online video advertising is available for the whole country.
To not waste too much time and cost for gathering the data,
online questionnaire distribution can be more ideal.

Secondly, there should be more variety of case study
with difference in the duration and ability to skip the online
video advertising. Therefore, the possibility of the data
being invalid and unreliable due to the duration and the
ability to skip the online video advertising will be decreased
and the results will be more general in explaining the effects
of online video advertising.
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